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Under Armour’s Marketing Plan
Brand or Company Description
“Incorporated in 1996, Under Armour, Inc. is an American based business headquartered in Baltimore, Maryland. Generating a net revenue of 5.2 billion USD globally, Under Armour, Inc. specializes in the manufacture of sports, footwear, and casual wear.”
Core Products or Services
“The four major trademarks of Under Armour, Inc. include HEATGEAR, ALLSEASONGEAR, UNDER ARMOUR, and COLDGEAR, together with the "Under Armour" UA Logo (Reuters, 2019). The company began offering footwear to its clients since 2008, and in 2010, it started manufacturing basketball shoes, which are a sector dominated by its competitors (Bedoshvili, 2011).”
A Brief History
“Kevin A. Plank founded Under Armour Inc. on 1st July 1996. Over time, Under Armour expanded and started diversifying its product line. In 2003, Under Armour launched Women's performance gear product line (Reuters, 2019). Furthermore, in 2012 Under Armour introduced ‘'Under Armour Scent Control'', which had scent control technology to make the user's scent undetectable. In North America, Under Armour Inc. had about 151 factory house stores and 18 brand house stores by the end of 2016 (Reuters, 2019). As of 2018, the company had about 15,800 workers. Under Armour, Inc. revenue grew from 281 million USD (2005) to 4977 million USD (2018).”
Key Current Competitors
“The primary Under Armour’s competitors is Adidas and Nike (Reuters, 2019). Others include Reebok and Puma. Although the company is relatively smaller while compared to its rivals, its differentiation approach has enabled the company to realize significant competitiveness. In addition, the marketing strategy of utilizing sponsorship agreements favors Under Armour’s business success.”
SWOT Analysis

SWOT Analysis: Strengths

· Strong Financial Position 
“Under Armour’s net revenue has continued to increase in a positive and stable pace with a surge to 5.19 million USD in 2018 from 4.8 million USD in 2016 (Reuters, 2019). Additionally, the cost per share for the company has increased to 7.7 USD in 2018 from .3 USD in 2016, which implies that the public has positive expectations for the organization.”
· Innovation and Digitization 
“Under Armour has focused on the adaptation of digital applications that include Endomondo (fitness app maker), MapMyFitness, and MyFitnessPal (calorie and nutrition app) (Business Strategy Hub, 2019). Again, the company innovated polyArmour, which is a combination of polyester and elastane, benefits the athletes. Basically, the organization focuses on developing innovative technologies for the satisfaction of the clients through continuous research and development.”
· Diversified Products 
“The company offers different products for men, women, and the youth (Reuters, 2019). Product diversification offers Under Armour a reasonable advantage above its competitors as it provides sportswear, casual apparels, and footwear.”
SWOT Analysis: Weaknesses

· Market Restriction
“While compared to the company’s rivals, Under Armour has a significantly smaller target market, thus contributing to the reduced scale of production and limited economies of scale. Under Armour over-depends on American markets with North American branches contributing about 83 percent of the total revenue (Business Strategy Hub, 2019). The company’s inability to penetrate global markets reduces its capability to grow its market share.”
· Higher Production Cost
“Under Armour experiences problems that relate to its high investment expenditure, which decreases the economies of scale. In 2017 and 2018, the company used close to $847, 477,000 and $153, 312,000 (Business Strategy Hub, 2019). In addition, the 2017 restructuring strategy increased expenditure spending.”
· Small Retail Chain
“Under Armour has a feeble retail approach where a higher purchasing power tends to be on the retail end. The pressure results from the retailer's purchase considering Under Armour’s sales are largely dependent on the retailers to sell its products.”
SWOT Analysis: Opportunities

· Global Expansion
“Under Armour’s strong financial position advantages its ability to enter new markets in areas that could include Asia, South America, Europe, and Australia, where a convenient market exists for the products. The international markets have a relatively higher customer base that could provide Under Armour more sales hence increased productivity. For instance, given that the company’s sales increased by 57 percent during the second quarter of 2017, this creates a positive future in a situation of global market expansion (Business Strategy Hub, 2019).” 
· Local Expansion
“Having a substantial brand equity and goodwill, Under Armour has a good chance in attracting new investment opportunities, which, as a result, will open new ways for the company to diversify its portfolio.”
· Introduction of New Products
“Under Armour is known for its innovative abilities. Since its inception, the company has focused on the production of technologically advanced products, thus advantaging the company’s position to keep the trend (Business Strategy Hub, 2019). The addition of its products line could attract and satisfy more clients, thus enhance the company’s ability to realize long-term benefits.” 
SWOT Analysis: Threats

· Huge Competition
“The immense competition comes from Adidas, Nike, and Reebok who have global exposure and are more technologically advanced than Under Armour. The competitors have the capability of pressurizing the Under Armour. For instance, the competitors have shifted to the multi-branding strategy, where Nike has affiliates, including Umbro and Converse, while Adidas has Reebok, which reduces the customer base for Under Armor.”
· Political Instability
“Political instability in Asian countries, which are the primary manufacturing location for the company, can hinder the manufacturing process and result in reduced sales. Political instability between North Korea and South Korea also means a disturbance in China.”
· Capabilities of the Products 
“The company’s athletic cups together with its chin straps have received criticism from experts who cite their ability to cause athletic injuries (Business Strategy Hub, 2019). A situation resulting in injuries could negatively impact Under Armour’s reputation and drive endorsements away.”
Marketing plan Focus
“Based on the SWOT analysis, there is an opportunity to penetrate the market by properly developing a sound supply chain system and by opting for a sound retail strategy. Specifically, Under Armour could easily focus on setting a target market by targeting both the genders, which can increase brand equity. The remaining section of the document explains Make-Tee; Under Armor’s marketing plan.”
Segmentation Approach
“For this specific marketing plan, the behavioral segmentation has been opted considering that the plan focus does not specify on gender. Among the opportunities for Under Armour include the opening for more products and considering the disparities associated with customer preferences, a behavioral segmentation could significantly favor the plan. As such, while considering the Graphic Edge sales, which is accustom apparel, allowing customers to choose their own design, would be significantly critical. The Graphic Edge allows consumers to design or choose from its library before the designers have custom made the items.” 
Target Definition
“My target for make-tee includes both the youth and adults of all genders interested in training, corporate, or coaching apparel, especially those between 17-55 years.”
Positioning Statement
“For youths and adults, make-tee will be a chance to offer corporates and teams acquire desired designs with the specific particulars they need at reduced costs.”
Marketing Mix Discussion

Marketing Mix: Product 
“The marketing plan is particularly focused on the company’s UNDER ARMOUR trademarks. The primary idea is to enable the American based organization to offer its global customers their choice designs. Although Under Armour’s products are significantly satisfying, allowing clients to choose their designs and have them custom made increases the chances of satisfaction. Again, this allows organizations to capture a broader picture of what the clients need, thus allowing their ability to diversify their products in line with the client’s needs.” 
Marketing Mix: Price
“Normally, Under Armour utilizes a pricing strategy that is value-based given that their products are of higher quality. Even though the organization has different recognized brands like its rivals, it manages to charge a higher cost compared to the competitors arguing that their materials and fabrics are innovative. Unlike the normal company’s target consisting of athletic people and players, make-tee will focus on the client’s needs particularly on aspects of functionality b concentrating on product quality and the technology of the fabric instead of the cost. As such, while factoring in the idea of design, Under Armour will be in a position to offer the clients a cost that will match their pockets. The pricing strategy will significantly favor the company primarily in aspects relating to the retail trade. With make-tee, the clienteles will be in a spot to choose their desired designs and align the selected designs to their budget.” 

“In addition, the company could utilize the value-based strategy for make-tee product to price them at a cost that relatively higher than its competitors, thus realize profitability. For example, while selling to corporates, the companies could consider increasing the cost or discount for long-run benefits. Further, the company could consider integrating the pricing strategy of discounting to attract clients who purchase the make-tee design. Again, as part of the marketing plan, the discounting could be specifically applied to all the customers who purchase through the introduced retail strategy. For example, for a specific period, a discount of about 5% could be offered to clients who purchase make-tee. Again those purchasing make-tee of more than a specified quantity could be awarded discounts to increase customer attraction. For example, the pricing strategy could evaluate the value of the product and offer clients who say purchase polo-shirts that are more than five pieces a discount for each commodity or the total costs.”
Marketing Mix: Promotion
“This marketing plan targets to utilize the promotional pricing strategy increasingly linked to discounting. As noted above, the strategy will offer regular periodic discounts as well as quantity purchase associated discounts that seek to promote customer attraction. Other than promotional discounted pricing, the business plan will utilize a customer referral initiative program which is basically encouraging existing customers to refer other customers for the purchase of the specific product (Harbour, n.d.). Some of the incentives that are utilized by the promotional strategy include high discounts, cash rewards, and free products. Basically, the strategy focuses on leveraging the client base by driving sales.”
“Experts argue that satisfied customer referrals are a significant strategy of ensuring business growth (Harbour, n.d.). As such, utilizing considerable incentives could offer business organizations a chance to increase Under Armour’s customer base. For instance, individual customers, while offered incentives could refer to other customers as well as corporate organizations to consider make-tee.  The basic idea of utilizing customer referral initiatives is to prove to the clients that they are appreciated and valued more so on encouraging others to use the same products and services (Harbour, n.d.).”
“This specific marketing plan will discounts for future purchases by offering customers a card/coupon that will accumulate reward points. The reward points for specific individuals and corporate organizations will carry a special number that referred customers will utilize, and the reward points for customers making referrals will increase (Harbour, n.d.). The strategy will apply on the basis of product quantity and costs such that customers referring clients purchasing high-cost commodities and in large quantities receive more points. Later, the customers accumulating the referral points to a value that could translate to a value that could translate to 50 dollars they could choose three designs of their choice for free. In addition, to increase the possibility of the referred customer to purchase make-tee again, the customer could equally be offered a discount. Again, a promotional discount could be offered through the offering of free shipping costs.”
“In regard to media, the marketing plan will concentrate on utilizing social media platforms to promote make-tee. Primarily, the plan will focus on advertising on sports groups as a strategy of increasing the awareness of make-tee to both sports and athletic people and their funs as well. Other than social media platforms such as Facebook, Twitter, and Instagram, the promotional strategy would target popular websites such as YouTube.”
Marketing Mix: Place
 
“Make-tee marketing plan would be actualized in all stores. Further, the promotion will increasingly concentrate on UNDER ARMOUR ONLINE trademark, which would promote the serving of global customers.” 
Potential Success Metrics
“There exists different metrics that could be identified and evaluated to test the success of the marketing plan upon its implementation. The primary evaluation measures strategy would be the increase in customer’s numbers, primarily during the period of implementing promotional discounts. Further, the success metrics could also evaluate dollar sales after the actualization of the promotion and compare with those of about 6months ago. Considering that make-tee could be offered largely through online sales, the evaluation of customers increase and dollar sales acquired through online sales would enhance the understanding of the plan’s success conveniently. Equally, the make-tee sales in different Under Armour stores should be utilized to evaluate the success of the media promotional strategies. In addition, the monitoring of possible increases of Under Armour followers and subscribers on social media platforms could be effective in offering an insight into how well clients appreciate make-tee. Equally, the appreciation, of promotional coupons as well as how the promotional codes are utilized during purchase would enable Under Armour understands how well the promotional strategy is working in favor of increasing customer base.”
International Considerations
“If the situation that make-tee marketing plan was to be integrated into the global market, there would be no need for drawing a new plan considering that the plan would fit foreign markets effectively. For example, the make-tee title would fall perfectly in foreign markets without creating language barriers in some regions. Again, the product is generally an outfit worn around the world, and individuals would only require to select their designs of choice while factoring in elements of weather and cultural desires. Again, foreign markets would effectively appreciate the make-tee due to the flexibility associated with allowing customers to select and choose their design. Again, the international markets would favor the marketing plan as it focuses on online business, which would require the integration of convenient shipping strategies. Again, the marketing plan will work effectively in minimizing the surplus products that companies manufacture and fail to sell, thus reducing the manufacturing costs.”
Conclusion
“In conclusion, the make-tee marketing plan should be approved as it will allow the consumers to put forward their designs for the products. It will allow for more significant consumer interaction and will give an insight into the current preferences and demands of the consumers. Other than leveraging customer base, the marketing plan will work effectively in offering the company reduce the high operational costs as costs incurred in manufacturing unsold t-shirts would be eliminated. Further, the company would concentrate on manufacturing the most demanded products. Again, make-tee would increase the corporate customers as organizations will likely prefer designing their own designs for differentiation. Again, in a situation where the marketing plan is implemented in global markets, this would enable the organization to evaluate some of the penetrable markets. Basically, the global entry will offer the company data (for example relating to shipping and orders) that will help in evaluating which countries have higher customer concentrations thus ease the selection of the most convenient investing nations.”
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